











































































































annual meeting 

The annual meeting of stockholders 
will be held on March 24, 1970. A 
formal notice of this meeting, 
together with proxy and proxy 
statements, was mailed with this 
report on or about February 20, 1970, 
at which time proxies were solicited 
by the management. The information 
herein contained is published solely 
for the benefit of the company's 
stockholders. No statement in this 
report is made for the purpose of 
inducing the purchase of securities 
issued by the company. 


highlights of the year 


1969 

1968 

1967 

Net Sales 

$ 49 , 514,538 

41,883,072 

33,812,195 

Gross Profit 

24 , 875,587 

22,270,689 

19,352,612 

Profits Before Income Tax 

9 , 782,498 

8,659,915 

6.885,215 

Provision for Income Taxes 

5 , 140,260 

4,552,229 

3,406,983 

Profits After Income Taxes 

4 , 642,238 

4,107,686 

3,478,232 

Depreciation Charged to Operations 

$ 869,489 

762,889 

780,599 

Number of Shares Outstanding 

3 , 073,060 

3,057,420 

3,016,860 

Per Share 

Profits Before Income Taxes 

$ 3.18 

2.83 

2.28 

Provision for Income Taxes 

1.67 

1.49 

1.13 

Profits After Income Taxes 

1.51 

1.34 

1.15 

Depreciation Charged to Operations 

$ .28 

.25 

.26 


* Adjusted for two for one stock split on March 27,1968. 




message to 
shareholders 


Nineteen hundred and sixty-nine was 
the most productive year in your 
company's 84-year history. 

Net sales reached $49,514,538 — an 
increase of more than 18 per cent 
over the previous year. Net income was 
also at a new all-time high — $4,642,238 
for a gain of 13 per cent over 1968. 

National gallonage volume hit a new 
peak — up nearly 10 per cent and the 
12th consecutive year of increase for 
your company. December gallonage was 
more than 11 per cent ahead of the 
same month the previous year and the 
104th consecutive month of sales 
increase. 

These significant advances reflect the 
cumulative results of years of dedicated 
effort on the part of many people and 
especially our Dr Pepper bottlers. Much 
of this progress is the result of their 
consistent and aggressive application of 
marketing programs which has elevated 
Dr Pepper to its present enviable 
position in the soft drink industry. 

Consistent with these continuing 
advances, your board of directors 
increased the quarterly dividend rate 
from 204 to 22 y li4 per share, effective 
with the third quarter payment. The 
fourth quarter dividend, paid December 
1, was the 160th consecutive quarterly 
(40 years) dividend to stockholders. 

Fiscal highlights show 1969 to be a 
year of progress for your company in 
spite of a major setback in our Diet 
Dr Pepper operations. In mid October, a 
ban on the use of cyclamates by a 
federal agency practically curtailed the 
sale of all diet soft drinks. The action 
left your company and many of its 
bottlers with substantial inventories of 
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raw materials, supplies and packaged 
diet goods which could not be used or 
sold. Even though a deadline of 
January 1,1970 was set for disposal of 
cyclamate sweetened drinks, sales of 
these products all but came to a halt at 
the time of the announcement. As a 
result of this ban, and the necessary 
write-off of unusable materials and 
supplies and the unsaleable packaged 
diet goods, the pre-tax profits of your 
company for the year were reduced by 
approximately 10^ per share. In addition 
to the loss which is recorded in 1969, we 
also have a reduction in profits due to 
the loss of any profit contribution from 
the sale of diet product from mid- 
October through the end of the year. 

The loss of this contribution to profit by 
our diet products will continue, to some 
degree, into the year 1970. 

Fortunately, your company had been 
working on a new Diet Dr Pepper 
formula which did not include 
cyclamates and was able to offer a new 
version of Diet Dr Pepper almost 
immediately. The new drink, using a 
combination of sugar and saccharin as 
sweetener, contains only 2.7 calories per 
fluid ounce, one of the lowest on the 
market. Sales of the new Diet Dr Pepper 
are coming along satisfactorily, however 
it will be some time before your 
company, its bottlers, and the industry 
will recover from this untimely ban on 
the use of cyclamates. 


Your company scored major 
breakthroughs in a number of prime 
distribution areas in the northern and 
eastern sections of the country which 
are already making important 
contributions to Dr Pepper's national 
sales. There were territory consolidations 
and franchise mergers which 
strengthened Dr Pepper's position in a 
number of established areas. Significant 
improvements were made in bottling 
production facilities. Larger, expanded 
operations serving wider distribution 
marked Dr Pepper's progress generally. 
At year's end there were 505 licensed 
bottlers, one located in San Juan, Puerto 
Rico, handling Dr Pepper. The increased 
distribution made Dr Pepper available to 
some 20 million new customers. 

Another important move by your 
company last year was the assignment of 
its national advertising account to Young 
& Rubicam, Inc., of New York, second 
largest national agency in the country. 
The company has an enviable growth 
record, is success oriented and has 
valuable experience in the area of 
consumer goods. 

We view 1969 as a proper climax to 
the '60's, bringing many important new 
developments to the industry. It was 
another year of sound growth for 
Dr Pepper, placing it in a stronger 
position as we move into the '70's. 

We learned a great deal from 
experience during the past ten years that 
will enable us to capitalize on the 
tremendous opportunities that lie ahead. 
We learned new things about Dr Pepper 
and how to more effectively use some of 
the old and tried methods for improving 
Dr Pepper sales. The many success 
stories of the past, and the ever 
increasing enthusiasm arising from these 
stories, generate greater confidence in 
the future. 










During the '60's we attempted to work 
diligently on fundamentals and stay 
with sound, proven ideas aimed at 
capitalizing on the strong qualities and 
characteristics of Dr Pepper and on 
promoting its enjoyable differences. Our 
past growth, our distinctive product, 
our increasing resources, our enthusiasm 
and dedication provide us a springboard 
for moving into the '70's with great 
confidence. 

For all the successes of the past, we 
wish to recognize and thank those who 
helped make these possible — our 
employees, our bottlers, our 
stockholders and our directors for their 
confidence and continued support. We 
dedicate our efforts for continued 
leadership and sound judgment in 
conducting the affairs of your company 
in the year ahead. 





H. S. Billingsley, Chairman of the Board 


W. W. Clements, President 
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Officers 

H. S. Billingsley 
Chairman of the Board 

W. W. Clements 
President 

Harris M. Browder 
Vice President 

E. M. Dosser 
Vice President 

Charles P. Grier 
Vice President 

Joe K. Hughes 
Vice President 

T. C. Hunter 
Vice President 

W. F. Massmann 
Vice President 

John C. Simmons 
Vice President 

Robert L. Stone 
Vice President 

Hugh Thompson 
Vice President 

W. E. Tully 

Vice President, Secretary and Treasurer 

Hilton Folkes 
Assistant Secretary 


Directors 


H. S. Billingsley 

Chairman of the Board, Dr Pepper Company, Dallas, Texas 
Harris M. Browder 
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Robert B. Cullum 
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Raymond H. Cummins 
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J. W. Davis 

Dr Pepper Bottling Company, Roanoke, Virginia 
E. E. Fogelson 

Independent Oil Operator, Dallas, Texas 
Joe S. Rice 

Dr Pepper Bottling Company , Winston-Salem , N. Carolina 
John M. Stemmons 

President, Industrial Properties Corporation , Dallas, Texas 
John P. Thompson 

Chairman of the Board, The Southland Corporation, Dallas, Texas 
Jack C. Vaughn 

President, Vaughn Petroleum, Inc., and Investments, Dallas, Texas 
W. D. White 

Senior Partner, White, McElroy & White, Attorneys at Law, 

Dallas, Texas 









Dr Pepper Company 
and Subsidiaries 

consolidated 
balance sheet 

December 31, 7969 
with comparative figures 
for 1968 









Assets 

Current assets: 

Cash (including time deposits and short-term 

government securities, $7,381,429). 

Receivables: 

Accounts receivable — trade . 

Sundry notes and accounts receivable — partially secured 
Total receivables. 

Inventories, at lower of cost (first-in, first-out) or market.... 

Prepaid expenses . 

Total current assets. 

Investments and notes receivable. 

Property, plant and equipment — at cost (note 1). 

Less accumulated depreciation. 

Net property, plant and equipment. 

Formulae, trademarks and goodwill, at cost or nominal value... 


Liabilities and stockholders' equity 

Current liabilities: 

Accounts payable and accrued expenses. 

Federal and state income taxes. 

Total current liabilities. 

Stockholders' equity (note 2): 

Common stock without par value. Authorized 3,200,000 shares; 
issued 3,073,060 shares (3,057,420 shares in 1968). 

Retained earnings . 

Total stockholders' equity. 


See accompanying notes to consolidated financial statements. 


1969 

1968 

$ 8 , 157,303 

6,934,799 

3 , 361,852 

2,101,756 

615,438 

618,594 

3 , 977,290 

2,720,350 

1 , 757,371 

2,158,871 

1 , 038,885 

707,976 

14 , 930,849 

12,521,996 

352,873 

426,854 

11 , 560,331 

10,748,920 

4 , 858,193 

4,490,984 

6 , 702,138 

6,257,936 

272,910 

272,910 

$ 22 , 258,770 

19,479,696 


$ 2 , 615,148 

1,801,528 

800,728 

1,117, 01 

3 , 415,876 

2,918,929 


3 , 324,684 

3,079,029 

15 , 518,210 

13,481,738 

18 , 842,894 

16,560,767 

$ 22 , 258,770 

19,479,696 
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Net sales 


Cost of sales. 

Gross profit. 

Administrative, marketing and general expenses. 

Operating profit. 

Miscellaneous income — net. 

Earnings before income taxes. 

Federal and state income taxes. 

Net earnings. 

Retained earnings, beginning of year. 

Dividends paid — $.85 per share ($.70 per share in 1968).. 

Retained earnings, end of year. 

Net earnings per share. 

See accompanying notes to consolidated financial statements. 
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1969 

1968 

Dr Pepper Company 
and Subsidiaries 

$ 49 , 514,538 

41,883,072 

statement of 

24 , 638,951 

19,612,383 

consolidated earnings 

24 , 875,587 

22,270,689 

and retained earnings 

15 , 394,624 

14,027,653 

Year ended December 31,1969 

9 , 480,963 

8,243,036 

with comparative figures for 1968 


301,535 

416,879 

9 , 782,498 

8,659,915 

5 , 140,260 

4,552,229 

4 , 642,238 

4,107,686 

13 , 481,738 

11,511,918 

18 , 123,976 

15,619,604 

2 , 605,766 

2,137,866 

$ 15 , 518,210 

13,481,738 

$ 1.51 

1.34 















































Dr Pepper Company 
and Subsidiaries 

consolidated 
statement of 
source and 
application of funds 

Year ended December 31, 7969 
with comparative figures for 1968 


Funds provided: 

Net earnings. 

Add charge for depreciation which did not require funds 

Funds derived from operations. 

Decrease in noncurrent notes receivable. 

Sale of 15,640 shares of common stock 

(40,560 shares in 1968) (note 2). 


1969 

1968 

$ 4 , 642,238 

4,107,686 

869,489 

762,889 

5 , 511,727 

4,870,575 

73,981 

— 

245,655 

356,832 

5 , 831,363 

5,227,407 


Funds applied: 

Dividends on common stock. 

Net additions to plant and equipment 
Increase in notes receivable. 

Increase in working capital 


2 , 605,766 

1 , 313,691 


3 , 919,457 
$ 1 , 911,906 


2,137,866 

1,454,645 

175,837 

3,768,348 

1,459,059 


See accompanying notes to consolidated financial statements. 



































Dr Pepper Company 
and Subsidiaries 

notes to 
consolidated 
financial statements 

December 31, 7969 


(1) Property, plant and equipment 

Property, plant and equipment consisted of the following at December 31, 1969: 


Classification 

Cost 

Accumulated 

Depreciation 

Net Book 
Value 

Land, buildings and improvements 

$ 3,760,074 

1,495,176 

2,264,898 

Machinery and equipment 

5,373,724 

1,844,723 

3,529,001 

Automotive equipment and furniture 

2,426,533 

1,518,294 

908,239 


$11,560,331 

4,858,193 

6,702,138 


The Company and its subsidiaries provide for depreciation of property, plant and 
equipment over the respective estimated useful lives using the straight-line method. 

(2) Stock option plans 

The Company has employees' stock option plans covering 113,200 shares of its 
common stock at December 31, 1969. A new plan covering 100,000 shares was 
approved by the stockholders during 1969. Under the terms of the new plan 
the exercise price per share cannot be less than the quoted market price on date of 
grant and no option can be exercised after five years from date of grant. 

Following is a summary of stock option transactions during 1969: 

Shares under option 


Exercise price per share 


Outstanding at beginning of year 

Total 

29,040 

$15,125 

13,040 

18.625 

16,000 

51.00 

Granted during year 

73,250 

— 

— 

73,250 

Exercised during year 

(15,640) 

(13,040) 

(2,600) 

— 

Cancelled during year 

( 1,700) 

— 

( 200) 

(1,500) 

Outstanding at end of year 

84,950 

— 

13,200 

71,750 

Exercisable at end of year 

9,400 

— 

9,400 

— 

Available for future grants 

28,250 





(3) Pension plan 

The Company and its subsidiaries have in effect an insured noncontributory 
pension plan, which was amended during the year to provide for increased benefits, 
for the benefit of all employees thirty years old or older and with a minimum 
of five years' service with the Company. The companies expect to continue the 
plan indefinitely but have the right to discontinue it at any time. The cost of the 
plan amounted to $344,300 in 1969 and $198,400 in 1968, which costs include 
amounts sufficient to amortize past service costs over the remaining active 
employment periods of the covered employees, except that the additional past 
service cost, resulting from the 1969 amendment, attributable to employees 
scheduled for retirement prior to 1979 is being amortized over a ten-year period. 
The assets of the fund exceeded the actuarially computed vested benefits as of 
December 31, 1969. 


















































accountants' report 


The Board of Directors 
Dr Pepper Company: 

We have examined the consolidated balance sheet of Dr Pepper Company 
and subsidiaries as of December 31,1969 and the related statement of earnings and 
retained earnings and the consolidated statement of source and application 
of funds for the year then ended. Our examination was made in accordance with 
generally accepted auditing standards, and accordingly included such tests 
of the accounting records and such other auditing procedures as we considered 
necessary in the circumstances. 

In our opinion, such financial statements present fairly the financial 
position of Dr Pepper Company and subsidiaries at December 31,1969 and the 
results of their operations for the year then ended, in conformity with generally 
accepted accounting principles applied on a basis consistent with that of the 
preceding year. Also, in our opinion, the accompanying consolidated statement 
of source and application of funds for the year ended December 31,1969 
presents fairly the information shown therein. 

(So . 

Dallas, Texas 
January 30, 1970 
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Dr Pepper Company 
and Subsidiaries 


ten year 
financial review 


financial results 



1967 

1966 

1965 

1964 

1963 

1962 

1961 

1960 



33,812,195 

28,660,482 

27,478,828 

24,565,059 

21,783,299 

17,496,226 

14,820,390 

13,308,488 


3,478,232 

2,878,516 

2,405,718 

1,753,117 

1,303,569 

853,151 

628,130 

571,749 


1.15 

.97 

.82 

.60 

.45 

.30 

.22 

.21 


1,568,555 

1,366,856 

1,139,876 

872,321 

631,200 

481,743 

413,492 

404,175 



Notes: (1) Adjusted for two-for-one stock split March 25, 1964, and for two-for-one stock split March 27, 7968. 

(2) Years 1960 through 1966 restated to give retroactive effect to the change during 7967 in method of accounting for returnable containers. 



















Year 


Current 

Assets 


Current 

Liabilities 


Working 

Capital 


Fixed Assets 
Net 


1965 

1964 

1963 

1962 

1961 

1960 


12,521,996 
11,313,099 
8,913,209 
7,552,449 
6,205,405 
5,481,363 
5,380,117 
4,336,841 
3,717,749 


7,552,449 

6,205,405 


2,918,929 

9,603,067 

6,257,936 

3,169,091 

8,144,008 

5,566,180 

2,954,915 

5,958,294 

5,376,055 

3,104,882 

4,447,567 

5,411,200 

2,759,351 

3,446,054 

5,194,278 

2,699,541 

2,781,822 

4,751,717 

2,184,204 

3,195,913 

3,671,804 

1,682,005 

2,654,836 

3,734,955 

1,698,191 

2,019,558 

3,840,858 


Other 

Assets 


625,783 


699,764 

523,927 

515,989 

600,937 

505,568 

662,933 

790,123 

852,423 

925,717 


Long Term 
Indebtedness 


Stockholders 

Equity 


Book Value 
Per Share 


- 

18,842,894 

6.13 

- 

16,560,767 

5.42 

— 

14,234,115 

4.72 

— 

11,850,338 

4.01 

189,739 

10,269,965 

3.48 

373,308 

8,772,592 

3.01 

550,944 

7,645,528 

2.65 

722,881 

6,934,959 

2.42 

791,963 

6,450,251 

2.28 

929,786 

5,856,347 

2.17 


















distribution 
of revenue 


Raw Materials and Packaging 
Promotion, Advertising and Expansion 

Payrolls 
Taxes on Income 
Depreciation and Maintenance 
Other Operating Expenses 
Dividends 
Retained in Business 
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19% 


45% 


— H 1 / 2 % 

^»oy 2 % 

2V 2 % 

2 %% 

■5% 

4% 



Net Sales 

Dr Pepper net dollar sales hit a 
new peak in 1969 — topping 1968 by 
more than 18 per cent. It marked the 
twelfth consecutive year in which 
Dr Pepper annual sales reached a 
new all-time high. 




















































1960 1961 1962 1963 1964 1965 1966 1967 1968 1969 


Earnings Per Share 

Dr Pepper Company's per share 
earnings on common stock in 1969 
rose about 13 per cent over 1968. 
Stockholder dividends were increased 
once during the year — up 2 } / 2 <t per 
share in the third quarter from 20tf to 
22 } /2<t. The December 1 payment was 
your company's 160th consecutive 
quarterly payment to shareowners, 
totaling 85^ per share for the year 
compared to 7Otf per share in 1968. 
Total outstanding capital stock in the 
company at the close of 1969 was 
3,073,060 shares of no nominal or 
par value. 





















































marketing 
and promotion 


The key to Dr Pepper's sales 
success in 1969 was "promotions" — 
tied in closely with advertising, 
both local and national. 

The company prepares well in 
advance a promotion calendar which 
is supplied to bottlers at the start 
of the new year. This enables them to 
plan ahead and have available the 
essential sales tools in carrying 
out the promotions. To add further 
impact, and supplement local 
bottler effort, Dr Pepper Company 
schedules much of its national 
media in magazines, newspapers, 
24-sheet posters and radio-TV in 
support of these promotions. 
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Beginning in November and 
December and carrying over into 
January and February, was the HOT 
Dr Pepper promotion. New and 
better equipment capable of serving 
HOT Dr Pepper to larger audiences 
has increased sales in this area. HOT 
Dr Pepper point-of-sale advertising 
has been particularly effective along 
with store sampling and selling 
demonstrations. A new theme titled 
"Hot Idea — HOT Dr Pepper" sparked 
the promotion with good result. 

Opening the spring campaign in 
March and April was a repeat of 
the baseball glove promotion which 
has met with a high degree of 
success. A genuine Rawlings glove 
was offered at a low price with 
coupon from a Dr Pepper carton. 


Also in March and April, bottlers 
were offered a flower seed premium 
for carton promotion — another 
popular consumer item. 

Beginning in May and running 
through June was the big national 
consumer promotion titled "Four 
to Go Sweepstakes." This one offered 
four first prizes including 
all-expense-paid trips to selected 
major racing events — plus four 
sports cars. Again, the entire 
promotion was geared for strong 
tie-in with local and national 
advertising. 
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OrPepP^L 


Dominant trademark 
identification is illustrated in 
this mass display of Dr Pepper 
in a supermarket location. 
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In July and August the long 
successful "Have A Ball" promotion 
featuring Dr Pepper and ice cream, 
was run. As in previous years, a 
complete range of materials including 
color TV spots, radio and newspaper 
advertisements and full color 
30-sheet posters were available for 
bottler use. Color spots were 
also scheduled for national television 
as well as color ads in such magazines 
as the Post, Ladies Home Journal, 
American Home, McCalls and 
TV Guide. 


Other special bottler promotions 
were available including one called 
"Picnic Supplies A 'Plenty." 

Winding up the year is another of 
Dr Pepper's major promotions, "Miss 
Teenage America" which has gained 
widespread national recognition. 

It offers effective application by the 
bottler when he becomes a sponsor 
of the local pageant but also a 
good vehicle for advertising to the 
youth market. It receives strong 
media support from Dr Pepper 
through national advertising on 
television and in magazines. 

Dr Pepper Company is an ad-sponsor 
on the MTA pageant which is 
televised nationally in full color. 


18 


The bulk of Dr Pepper Company's 
national advertising is designed to 
support advertising and promotion 
done by the bottler at the local level. 
There were other promotions, 
however, including special incentive 
programs for bottler use in motivating 
Dr Pepper salesmen. A wide variety 
of attractive premiums were made 
available for sales promotion on the 
part of the bottler. 



HOT DR PEPPER 
VENDING 











































NATIONAL CONSUMER CONTEST 
POINT-OF-SALE 








SALESMEN'S INCENTIVES 
24-SHEET POSTERS 

















































marketing 
and promotion 


A series of sales trainer workshops 
were held across the country by the 
company's sales training department 
to provide special instruction for 
bottler personnel. 

The company's consumer service 
department rendered valuable 
assistance in many bottler areas 
during the year in promoting 
Dr Pepper's use as a cooking 
ingredient. The department has in its 
Dallas test kitchen some 400 
interesting and unusual recipes 
featuring Dr Pepper that are available 
for bottler use in promoting 
Dr Pepper. 

1969 was a highly successful 
vending year for Dr Pepper. The 
company offers a complete line of 
all types of vending equipment that 
dispense bottles, cans or cups along 
with an attractive bonus incentive 
program for bottlers who take 
advantage of this equipment in 
building their Dr Pepper franchise. 
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Packaging continued to be a major 
factor in Dr Pepper's 1969 
merchandising with the product 
being offered to consumers in a wide 
variety of types and sizes, both 
returnable and non returnable 
bottles and in cans. The line included 
colorful ACL labels for bottled 
products and special cartons which 
gave Dr Pepper trademark dominance 
at the point of sale. 

A major change was made last 
year when the company selected 
Young & Rubicam, Inc., of New York, 
N. Y., to handle its national 
advertising. Y & R, second largest 
advertising agency in the country, 
offered special talents and experience 
which your company believes will 
produce effective new programs for 
Dr Pepper. The firm is success 
oriented, operates five full-service 
domestic offices located in New York, 
Chicago, Detroit, Los Angeles and 
San Francisco, and has valuable 
experience in the promotion of 
consumer goods. 

Marketing and promotional 
activities in 1969 produced good 
results as indicated by the steadily 
increasing sales of Dr Pepper. The 
wide assortment of selling tools and 
programs designed to promote 
Dr Pepper were also valuable to the 
company in creating a stronger, more 
favorable image for the product 
both locally and nationally. 



FOUNTAIN SALES 
CONSUMER SERVICE 



BOTTLING 








































































































special events and 
special people 


The responsibility for enhancing 
the Dr Pepper image, and expanding 
its sales, suggests its participation 
in events that are appropriate and that 
offer broad public exposure. For the 
past ten years Dr Pepper has been a 
participant in two major events that 
enjoy the highest viewer rating of 
any other regular telecast. On 
January 1 each year Dr Pepper 
sponsored floats participate in the 
colorful and historic Tournament of 
Roses Parade in Pasadena, Calif., and 
in the Cotton Bowl Parade in 
Dallas, Texas. Dr Pepper entries have 
captured their share of the honors in 
each, winning seven trophies out of 
ten appearances in California and 
eight trophies out of ten in the 
Dallas event. 
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Another major special event which 
places Dr Pepper in the national 
spotlight each year is the Miss 
Teenage America Pageant, televised 
nationally in full color over CBS. 

In addition to these special events, 
Dr Pepper enjoys a tie-in with some 
special people who bring prestige 
and recognition to the product. One, 
of course, is Miss Teenage America, 
currently Miss Debbie Patton of 
Odessa, Texas. Another is Dick Clark, 
identified with Dr Pepper as youth 
spokesman and long popular emcee 
on American Bandstand, televised 
nationally over ABC. 

A third special person identified 
with Dr Pepper is Lee Trevino, 1968 
U. S. Open champion who continues 
as one of the world's leading golfers 
and a highly popular figure in the 
sports world. 


In 1970, Dr Pepper will be 
identified with another leading sports 
figure in its national promotions, 
Calvin Hill, rookie-of-the-year and 
winner of numerous honors in his 
first year with the Dallas Cowboy 
professional football team. 

These major national events, plus 
the tie-in association with prominent 
and successful figures, continue to 
win many friends for Dr Pepper. 











MISS TEENAGE AMERICA 
LEE TREVINO 





Touiriament 
of Roses 


TOURNAMENT OF ROSES 
COTTON BOWL PARADE 
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expanding facilities In keeping with Dr Pepper's 

1 ever-increasing sales has been a 

continual expansion in production 
and operational facilities. 
Construction of new plants and 
remodeling and enlarging of others 
reflected upon Dr Pepper's 
growth during the past year. 

Illustrations show four of 
approximately a dozen modern new 
bottling plant installations that were 
completed and put into operation. 
There were equally that many others 
where major expansion was done to 
provide space for installation of 
new equipment and additional 
storage areas. 

These developments help focus 
attention on Dr Pepper's progress 
and strengthen its position in the 
respective areas served. They also 
represent substantial investment on 
the part of plant owners. 
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expanding market 


1969 was an expansion year for 
Dr Pepper. The number of franchise 
bottler operations increased from 
482 to 505, almost double the 
number that were added in 1968. 

Importantly, many of the new 
markets are heavily populated and 
some are high per capita soft 
drink areas. 

Totally, the new distribution last 
year made Dr Pepper available to 
some 20 million additional customers. 

As important as the new 
distribution was the consolidation 
and mergers which took place in a 
number of existing markets which 
continued to strengthen Dr Pepper's 
position. These changes, without 
exception, brought immediate 
improvement in Dr Pepper sales. 

The objective at the outset of the 
year was to concentrate on key 
markets and influence centers which 
could benefit most from Dr Pepper's 
national advertising and promotion. 
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